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Source : Terence A. Shimp, Advertising, Promotion, and Supplemental Aspects of Integrated
Marketing Communications,６th ed., South-Western,２００３, p.５２４.

























































Source : Larry Percy, Strategies for Implementing Integrated Marketing Communications, NTC
Business Books,１９９７, p.１０８.
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Source : Henry Assael, Consumer Behavior and Marketing Action, Kent Publishing Company,
１９８１, p.１４９.
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